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この図は，Hakanssonに代表される IMPグループ（Industorial Marketing and Purchasing 
Group）による相互作用モデル（Interaction Model）を基本にして，組織購買行動論，境界






























































































































































































































































































































































（出所） Gummesson.E,“Implementation Requires a Relationship Marketing Paradaigm”, Journal of the Academy of 

































（出所） Sheth, Jagdish N. and Atul Parvatiyar,“The Domain and Conceptual Foundations of Relationship Marketing”, 
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Exploring the Strategy for Industrial 
Buyer-Seller Relationships
SAITOU, Yasuaki　
A purpose of this article is to consider the strategy for Industrial Buyer-seller Relationships. 
Because it was “Eigyo” to play an important role in this strategy, I decided try the construction of 
the Eigyo strategy model. I thought that Balanced Scorecard that a study was done as a method to 
evaluate the business results of the company and VRIO analysis were effective in thinking about this 
model. In this article, I unified Balanced Scorecard and VRIO analysis and showed a “Eigyo strategy 
model” on a relationship.
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